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HUBUNGAN ONLINE SHOPPING MOTIVATIONS, ATTITUDE 
TOWARDS ONLINE SHOPPING TERHADAP INFORMATION 
SEARCH AND EVALUATION DAN PURCHASE INTENTION PADA 
SHOP.HYPERMART.CO.ID DI SURABAYA 
 
ABSTRAK 
 Perkembangan ritel modern di Indonesia semakin pesat baik dalam 
bentuk hypermarket, supermarket, dan ritel modern lainnya. Didukung 
dengan perkembangan teknologi seperti internet, dan terbatasnya waktu 
berbelanja sebagian konsumen, maka salah satu ritel modern seperti 
Hypermart melihat ini sebagai sebuah kesempatan agar konsumen dapat 
belanja secara online.  
 Penelitian ini menggunakan metode survei dengan 100 responden. 
Responden yang dipilih adalah responden yang pernah berbelanja di 
Hypermart yang berlokasi di Surabaya. Data yang diperoleh diolah dengan 
menggunakan SPSS, dan dianalisis dengan analisis kanonik.  
 Hasil yang diperoleh dari analisis kanonik ini, semua variabel 
berpengaruh positif yang berarti semua hipotesis diterima atau signifikan. 
Tetapi variabel sikap konsumen terhadap online shopping merupakan 
variabel yang berhubungan paling lemah. 
 
Kata kunci: online shopping motivations, attitude towards online shopping, 






SHOPPING ONLINE RELATIONSHIP MOTIVATIONS, 
ATTITUDE TOWARDS ONLINE SHOPPING SEARCH AND 
EVALUATION OF INFORMATION AND PURCHASE INTENTION 
TO SHOP.HYPERMART.CO.ID IN SURABAYA 
 
ABSTRACT 
 The development of modern ritail in Indonesia grew rapidly both 
in the form of hypermarkets, supermarkets, and other modern retail. 
Supported by the development of technology such as the internet, and the 
limited time to shop some consumers, then one of modern retail like 
Hypermart see this as an opportunity for consumers to shop online.  
 This study uses a survey with 100 respondents. Respondents were 
selected who had shopped at the Hypermart located in Surabaya. The data 
obtained were processed with SPSS, and analyzed by canonical analysis.  
 The results obtained from the canonical analysis, all variables 
were significant positive effect hypothesis is accepted. But variable 
consumer attitudes towards online shopping is the most weakly related 
variables. 
 
Keywords : online shopping motivations, attitude towards online shopping, 
information search and evaluation, purchase intention 
 
